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Abstract 
 
This dissertation was written as part of the MSc in Hospitality and Tourism 
Management at the International Hellenic University.  
The fast-paced changes in Information and Communication Technologies world and 
the heavy increase in web-based mechanisms and practices which facilitate the 
management and marketing procedures, highlights the necessity for heritage 
organizations to accept the new challenges in order for their sustainable development 
to be ensured. Archaeological Site of Aigai, or Vergina, its modern name, is an UNESCO 
World Heritage Site in Northern Greece. It is a property of utmost significance not only 
for Greece but for the whole world which misses the awareness it deserves. This 
research paper focuses on how to improve Vergina’s online visibility and how to 
enhance its awareness so the monument can spread out the message of its 
outstanding universal value. The conducted primary research and the data analysis 
reveals the low level of people’s knowledge about Vergina and its inscription on 
UNESCO WH list and indicates that the web “evidence” of the Archaeological Site of 
Aigai is weak and affects the awareness of the site in general. Finally, the observations 
carried out bring to light the dimensions of the problem and  point out 
recommendations for Vergina’s web presence optimization,  while enlighten also the 
direction of future research.  
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Introduction 
 
”Heritage and tourism have a mutually beneficial relationship; heritage transforms 
locations into destinations, and tourism makes them economically viable as exhibits 
“(Helmy and Cooper, 2008). People have been traveling for heritage tourism reasons 
since the Roman period and visiting sites of archaeological and historic interest, 
cultural landmarks and museums have always been a part of the total tourism 
experience (Cros and McKercher 2002). One of the principal motivations of travel and 
visiting destinations is World Heritage Sites. WH sites are valued tourism assets that 
distinguish one destination from another and the WH brand has extreme power as an 
emblem which can be used to promote sustainability and visitation to heritage sites 
(Halpenny and King, 2014). It is fundamental that tourism authorities must protect and 
preserve them for the long-term. As have been mentioned by Abelson et al. (2013) 
UNESCO World Heritage Program should focus on putting into effect a comprehensive 
marketing for meaning to address issues of brand awareness, thus increasing 
worldwide knowledge of the program and its meaning. With more than 1,000 natural 
and cultural sites already inscribed on the World Heritage List and in the current 
information driven world and moving fast increase in Internet users number, there is 
no room for the different international organizations not to build a comprehensive 
presence on the Web and make all the precious values offered within the WH sites 
accessible online (Kotb, 2014). WH sites’ management teams must be adjusted to the 
fast-paced changes in Information and Communication Technologies (ICTs) and it is 
inevitable that they must adopt the latest strategies and techniques in order to ensure 
WH sites’ sustainable development. Even though there is a significant number of 
papers in cultural heritage marketing literature and a huge interest about promotion 
and communication of cultural heritage, there are still World Heritage Sites that 
remain “unexploited” in terms of research about their market and their potentials to 
be more visible and more approachable. Archaeological Site of Aigai (modern name 
Vergina) is inscribed on the WH List and located in Northern Greece and is a 
monument of an utmost importance that misses the awareness it deserves and at the 
same time, misses its opportunity to contribute to tourism development of the region 
of Northern Greece. This thesis focuses on examing that problem and its goal is to 
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answer the following research questions: 
 
i) What is the level of Vergina’s online visibility and does this level affect the 
awareness of the site? 
ii) Is Vergina associated with UNESCO WH brand in people’s perception? 
iii) What kind of opportunities-tools-mechanisms should be leveraged in order for 
Vergina to acquire higher recognition and draw more visitors? 
 
Empowerment of online visibility of Archaeological site of Aigai is the first and most 
appropriate step for optimizing its marketing operations. More visible means more 
known and more known means more likely to be visited. This thesis will conclude with 
recommendations for web presence optimization and awareness enhancement of 
Northern Greece’s UNESCO World Heritage Archaeological Site Of Aigai. It is hoped 
that the effort has be given to this  thesis will serve as a start for conducting more 
marketing research and incorporating modern digital tools to heritage management. 
It is also hoped that this endeavour will contribute to the increase of footfall/visitation 
in Aigai as well as will give rise to tourism development of the region of Northern 
Greece. This thesis will conclude with a series of recommendations (based on primary 
research results) for web presence optimization and awareness enhancement of 
Northern Greece’s UNESCO World Heritage Archaeological Site of Aigai. 
 
Literature Review 
 
UNESCO World Heritage  
 
History 
 
In 1954, because of the building of the Aswan High Dam (an artificial lake which would 
cover a large area expanded from Egypt to Sudan) the antiquities of the culturally 
extremely rich region of Nubia went under risk of annihilation (Ryan and Silvanto, 
2009; Galis, 2009). Consequently, in 1959, when the  governments of Egypt and Sudan 
asked UNESCO for protecting and saving their endangered  cultural heritage 
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monuments and sites, UNESCO responded by organizing the Nubia Campaign and 
rescued no  less than 22 monuments and architectural wonders after their relocation 
away from Nile (retrieved from: https://whc.unesco.org/en/about/; 
https://whc.unesco.org/en/milestones/; Ryan and Silvanto, 2009; Galis, 2009).  
 
This campaign comprised the very first step for the collaboration of UNESCO and 
ICOMOS (the International Council on Monuments and Sites) on a provisional written 
version of a treaty to protect world’s international heritage (retrieved from: 
https://whc.unesco.org/en/convention/). After a number of initiatives and proposals 
presented regarding combining the conservation of cultural properties alongside with 
natural, in 16 November 1972 the General Conference of  UNESCO adopted the 
Convention concerning the Protection of World Cultural and  Natural Heritage 
(retrieved from: https://whc.unesco.org/en/convention/; Galis, 2009; Ryan and 
Silvanto, 2009; Bertacchini et  al., 2011).  
 
Convention 
 
The World Heritage Convention “seeks to encourage the identification, protection and 
preservation of cultural and natural heritage around the world considered to be of 
outstanding value to humanity” (retrieved from: https://whc.unesco.org/en/about/; 
Rakic, 2007). At present, there are 193 countries which have adhered to the 
Convention (WHC, 2017) and constitute its State Parties and 167 of them have in total  
1121 properties inscribed on  the World  Heritage List, thus establishing World 
Heritage as the most universal standard-setting body whose onus is to conserve and 
protect the heritage (NWHF, 2014).  
  
The main concept and the most significant idea of the World Heritage is that the 
responsibility to protect a place of natural or cultural heritage is not only  on  the 
region or  the country, but on  the  humanity as whole (UNESCO, 2011; Rao, 2010; 
Ryan and Silvanto, 2009). Therefore, the treaty states exactly the Operational 
Guidelines that make available the information on the inscription criteria,  the 
requirements for monitoring, the World Heritage List, the use of the World Heritage 
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emblem and finally information on opportunities for technical, training, preparatory 
and emergency assistance (Kotb, 2014; Pedersen, 2002, p.13). 
 
WH as a Brand and its Benefits 
 
The World Heritage as a brand has a really strong value and offers multiple benefits 
to the inscribed site as well as to its surrounding environment (Kotb, 2014; NWHF, 
2014; UNESCO, 2011; Pedersen, 2002). The entrance of a country to the WH State 
Parties list reinforces the international character of its cultural and natural “wealth” 
and facilitates its try to protect and preserve its national heritage (Kotb, 2014). Kotb, 
additionally, underlines that other benefits derived from WH inscription are the “know 
how”, a practical knowledge on how to manage the enlisted monuments and sites and 
the large number of opportunities for funding, especially from the World Heritage 
Fund (2014). The same opinion, about leveraging the WH brand for gaining financial 
support, is also stated by PricewaterhouseCoopers (2007) and Rebanks Consulting 
(2009).  
 
Further to management assistance and financial support, the WH brand helps the 
inscribed property to rise its attractiveness as a destination (Pop and Coros, 2016), to 
draw tourists’ attention and therefore  to increase its footfall (King and Halpenny,  
2014; King & Prideaux, 2010; Fredman, Friberg, & Emmelin, 2007; Reinius & Fredman, 
2007; Weiler & Siedl, 2004). From this perspective, Tudorache et al. (2019) emphasize 
the strong relationship between World Heritage and tourism, which is empowered by 
the high number of visitors attracted by the WH brand(Tudorache et al. 2019; Breakey, 
2012), because as Latu et al. (2018) have supported, the WH “emblem” is often used 
as a  means of tourism promotion. 
 
UNESCO World Heritage Sites in Greece 
 
Greece joined UNESCO in 1946 and signed the UNESCO treaty on the protection of 
World Heritage Sites and Monuments in 1981. The aim of WH in Greece is to protect 
18 cultural and natural heritage properties against all kinds of damage and 
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destruction, so that they can be inherited by future generations. All these 18 listed 
monuments and sites have so far been inscribed on the UNESCO international catalog 
as they fulfill the pre-established criteria for being of paramount importance and 
universal value, from a historical, artistic, scientific, aesthetic, ethnological or 
anthropological point of view (retrieved from: 
http://odysseus.culture.gr/h/2/gh21.html). 
 
The WH list includes 16 Greek cultural properties and 2 mixed. Mixed sites are 
considered those that have both cultural and natural value. In addition, there are 14 
monuments and sites on the tentative list, an inventory of properties  which Greece 
intends to consider for nomination (retrieved from: 
https://whc.unesco.org/en/statesparties/gr ). 
 
 
CULTURAL  HERITAGE MONUMENTS INSCRIPTION 
Temple of Apollo Epicurius at Bassae 1986 
Acropolis, Athens 1987 
Archaeological Site of Delphi 1987 
Medieval City of Rhodes 1988 
Paleochristian and Byzantine Monuments of Thessaloniki 1988 
Sanctuary of Asklepios at Epidaurus 1988 
Archaeological Site of Mystras 1989 
Archaeological Site of Olympia 1989 
Delos 1990 
Monasteries of Daphni, Hosios Loukas and Nea Moni of Chios 1990 
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CULTURAL  HERITAGE MONUMENTS INSCRIPTION 
Archaeological Site of Aigai (modern name Vergina) 1996 
Archaeological Site of Mycenae and Tiryns 1999 
The Historic Centre (Chora) with the Monastery of Saint-John the 
Theologian and the Cave of Apocalypse on the Island of Patmos 
1999 
Old Town of Corfu 2007 
Archaeological Site of Philippi 2016 
 
MIXED MONUMENTS INSCRIPTION 
Meteora 1988 
Mount Athos 1988 
 
Archaeological Site of Aigai 
 
The Archaeological Site of Aigai is located in Northern Greece (between the modern 
villages of Palatitsia and Vergina) and belongs to the region of Central Macedonia, 
more specifically to the prefecture of Hemathia (retrieved  from: 
https://whc.unesco.org/en/list/). As the archaeological excavations indicated, the 
area has been first time inhabited in the Bronze Age, but it was the Classical Times 
when Aigai was transformed into one of the oldest and most significant urban center 
of Northern Greece (Pantzou, 2009; Kottaridi, 2003; Saatsoglou-Paliadeli, 2001). Aigai 
was founded by the King Perdikas in the middle of the 7th century and served as the 
first capital of Macedonian Kingdom until the 4th Century. It was the epicenter of 
power and in particular during King Archelaus’ reign, Aigai was a real “cultural 
production center”, as it was gathering some of the most important artists and 
philosophers (Kottaridi, 2003).  
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Picture 1. Palace of Aigai. Source: https://www.discovergreece.com/en/mainland/macedonia/vergina 
The city of Aigai was discovered in 1856 by the French archaeologist Leon Heuzey and 
since then has been systematically excavated by the Greek Archaeological Service and 
the Aristotle University of Thessaloniki (retrieved from: 
http://aigai.gr/el/history/history/of/research/in/aigai/; Pantzou, 2009). The most 
important evidence-ruins are the monumental palace, which was one of the most 
admirable buildings of Greece during Classical  period, the theatre, the sanctuaries of 
Eukleia and the Mother of the Gods, the city walls and the royal necropolis which has  
more than 500 burial mounds, dating from the 11th to 2nd century BC. One of the 
royal tombs which were discovered in 1977 by Manolis Andronikos, is identified as 
that of Philip II, king of the Macedonians and father of Alexander the Great (retrieved 
from: https://whc.unesco.org/en/list/).   
 
Vergina,  as Aigai is publicly known, is of utmost importance, because broadens 
humanity’s knowledge about the culture, history and society of the ancient 
Macedonians, “the Greek border tribe that preserved age-old traditions and carried 
Greek culture to the outer limits of the ancient world” (retrieved  from: 
https://whc.unesco.org/en/list/) and the property itself embodies all the important 
qualities and characteristics that “attest” its Outstanding Universal Value. As a result, 
the Archaeological Site of Aigai was inscribed on the UNESCO World Heritage list in 
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1996 and its inclusion criteria, as presented in the official website of UNESCO are the 
following: 
 
Criterion (i): “Both the cemetery and the city contain original and unique historical, 
artistic and aesthetic achievements of the late classical art of extraordinarily high 
quality and historical importance.'' 
 
Criterion (ii): “The site represents an exceptional testimony to a significant 
development in European civilization, at the transition from the classical city state to 
the imperial structure of the Hellenistic and Roman periods.” 
(retrieved from: https://whc.unesco.org/en/list/) 
 
 
Picture 2. Museum of Royal Tombs of Vergina. Source: 
https://www.discovergreece.com/el/mainland/macedonia/vergina  
Heritage Tourism 
 
Heritage tourism is the oldest and a very early stage of tourism formulation, as people 
have been traveling for heritage tourism reasons since the Roman times and visiting 
sites of archaeological and historic significance, cultural landmarks and museums has 
always been part of the total tourism experience (McKercher and Du Cros, 2002). 
Focusing on the modern era, a few years ago, in 2013, Chiu et al. estimated and 
predicted that heritage tourism would be one of the top tourism market segments 
(Kotb, 2014). In 2018, World Tourism Organization Report on Tourism and Cultural 
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Synergies highlights that ‘’cultural tourism is one of the largest and fastest-developing 
global tourism markets” and underlines that “an estimated four out of ten tourists 
choose their destination based on its cultural offerings. They are attracted by 
intangible factors- by a place’s culture, history and traditions’’. 
 
Undoubtedly, heritage tourism is one of the fastest and dynamically growing sectors 
in the tourism industry (Wang et al., 2008) and culture itself is one of the most 
important factors which affects the design of the tourism policy of each country (Sdrali 
and Chazapi, 2007). According to Ioan-Frank & Istoc (2007) the cultural tourism 
contributes significantly to the development of the tourism industry and MacDonald 
and Jolliffe (2003) emphasize that tourism in cooperation with culture contribute to 
the socio-economic development of regional areas.  
 
It is difficult to give a complete definition of the concept of cultural tourism, as it is 
made up of the complex concepts of tourism and culture, two concepts that are not 
easily identifiable and there have been made many definitions about them. Looking 
into the literature, Stebbins (1996) expresses the opinion that ‘’Cultural tourism is a 
genre of special interest tourism based on the search for and participation in new and 
deep cultural experiences, whether aesthetic, intellectual, emotional, or 
physiological’’. Another definition widely known in literature has been given by 
Richards (1997), who pointed out that ‘’cultural tourism is the movement of persons 
to cultural attractions away from their normal place of residence, with the intention to 
gather new information and experiences to satisfy their cultural needs’’. The UNWTO 
(1985) gives a definition of cultural tourism focusing on the travel motivations of 
tourists: ‘’Cultural tourism include movements of persons for essentially cultural 
motivations such as study tours, performing arts and other cultural tours, travel to 
festivals and other cultural events, visits to sites and monuments, travel to study 
nature, folklore or art or pilgrimages’’ while recently, in 2018, declared that ‘’cultural 
tourism is a type of tourism activity in which the visitor’s essential motivation is to 
learn, discover, experience and consume the tangible and intangible cultural 
attractions/products in a tourism destination’’. Hughes & Allen, (2005) state that 
cultural tourism is the experience acquired after visiting a museum or any other place 
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of cultural interest. Bachleitner & Zins (1999) define cultural tourism as the movement 
of the traveler outside of its permanent place of stay in purpose of visiting a cultural 
sight and Shamsuddoha et al., (2011) and other scholars have added that the ultimate 
goal of the cultural tourists is to collect all the information and experiences required 
in order to cover their cultural needs (Hughes & Allen, 2005; Taylor, 2001).  
 
Another very interesting definition of heritage tourism has been given by the 
International Council on Monuments and Museums, ICOMOS: “Cultural Tourism can 
be defined as that activity which enables people to experience different ways of life of 
other people, thereby gaining first hand an understanding of their customs, traditions, 
the physical environment, the intellectual ideas and those places of architectural, 
historic, archaeological or other 
cultural significance which remain from earlier times. Cultural tourism differs from 
recreational tourism in that it seeks to gain an understanding or appreciation of the 
nature of the place being visited” (Csapó, 2012). 
 
Heritage Tourist Segments 
 
Most of the researches have been undertaken in regards of tourist segments, they all 
recognize that heritage tourist segment is not a homogenous body, but as Hughes 
(2002) underlines it is actually a market with different characteristics, needs and 
motivations (Stylianou–Lambert, 2011; McKercher and du Cros, 2002). Thus, there are 
several categories of heritage tourists and they are all affected by the level and the 
intensity of a person’s interest regarding the culture. McKercher and du Cros (2002 in 
Chiu et al. 2013) described the aforementioned opinion by dividing heritage tourists 
to five different segments with five different names-titles: purposeful, sightseeing, 
serendipitous, casual and incidental cultural heritage tourists and Silberberg (1995) 
has successfully interpreted the same opinion by the following scheme: 
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Picture 3. Degree of consumer motivation for cultural tourism, Source:  Silberberg 1995 
 
At the center, the smallest circle reflects the people who are deeply motivated by 
culture and the culture plays a significant role in their decisions (e.g. tourists who 
travel to London especially for watching theatre performances). The second circle 
represents the individuals who are partly motivated by culture and they are usually 
people who choose a destination both for cultural opportunities and for other 
reasons, like visiting friends or relatives for example. The third circle includes people 
for whom culture is always something adjunctive to an already existing motivation. 
Namely, people who do not travel for heritage tourism reasons, but adjunct activities 
like these to their schedule. The outer circle contains "accidental cultural tourists", 
people who travel to a destination and they do not intend to attend a cultural event, 
but they finally do it accidentally because, for example, this event takes place very 
close to their hotel. Outside of the situated circles are people who would not visit a 
cultural attraction or would not take part in any cultural event under any 
circumstances. 
 
To conclude, establishing a monument or a site, hereto Vergina, as a heritage tourist 
destination requires a strategic design based on the understanding that there are 
different degrees of travelers-tourists’ motivation for culture and that most of the 
people are looking for a variety of activities during their vacation. Consequently, in 
order to create an attractive cultural destination and to expand its market, by drawing 
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the numerous tourists who do not have culture as their main travel motivation, it is 
crucial to take into consideration their different travel interests. 
 
Heritage and Internet  
 
Marketing is an extremely complicated concept that possesses a critical place in the 
tourism sector (Donohoe, 2011). Before others, Kotler and Levy (1969) “broadened 
the concept of marketing to not-for-profit organizations and since then, marketing has 
become a necessary ingredient of the management of modern cultural institutions”. 
Rentschler (1999) overemphasizes how essential is for the heritage organizations to 
build their audience, match their cultural offer with their potential visitors-clients’ 
requests and adopt marketing techniques and tactics. Tsiotsiou and Mavragani (2013) 
point out that marketing is more and more becoming a strictly necessary practice and 
museums have to integrate it into their daily operations and they also support that a 
marketing strategy could be to the advantage of museums in terms of growth of their 
awareness and footfall and increasing their revenues. However, incorporation of 
marketing tools into cultural heritage management is not the same with the marketing 
of any destination or organization. Chhabra (2010, in Donohoe. 2011), admits that no 
matter what kind of marketing strategy is used, the aim of a cultural property 
marketing lies in creating communications proper for target markets so that profits 
can be generated.  Discussing about marketing of World Heritage, Misiura (2006) and 
Sadiki (2012, in Kotb, 2014) state that heritage marketing has to cover the customers’ 
needs on the one hand, but on the other hand, has to ensure the preservation of the 
site and to prevent its detriment.  
 
Internet based marketing does not include only the managing of a Website, but 
foremost is about the exploitation of the information and communication technology 
opportunities to communicate with target markets in the most cost-effective ways 
(WTO, 2001; UNWTO and ETC, 2008). In recent years, the significance of the web-
based marketing for heritage organizations has been entirely understood by the 
scientific community and there are numerous researches about the topic in question. 
Tsiotsiou and Mavragani in 2013, carried out a website and social media content 
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analysis of Museum of Acropolis in order to examine its marketing effectiveness. Kotb 
(2014) succeeded through her research to generate a global understanding on the 
current e-marketing situation of Egypt’s UNESCO World Heritage destinations and 
Permatasari et al. (2016) conducted an  extensive research in order to examine the 
online presence of 175 World Heritage Sites on websites, mobile applications, and 
social media platforms. 
 
Methodology 
 
Introduction 
 
“Research methodology consists of the assumptions, postulates, rules, and methods -
the blueprint or roadmap - that researchers employ to render their work open to 
analysis, critique, replication, repetition, and/or adaptation and to choose research 
methods” (Given, 2008,). Methodology section aims to give a detailed description of 
the research methods used in order for the research to be successfully conducted. The 
importance of this chapter lies in the fact that explains what has been done and how 
has been done and gives the readers the chance to evaluate the reliability and validity 
of the research. To start with, the present chapter will introduce the way the data has 
been collected and how the author analyzed it, which tools or materials have been 
used in the research and what is the author’s rationale for choosing these methods. 
There will be also discussed the limitations of the chosen methods and the problems 
encountered during the research. 
 
Research Data 
 
For the collection of the data there are two diversified methods. The primary research 
method and the secondary one. For the purposes of the research, both of these data 
types were chosen in order to achieve better and more sufficient conclusions. 
 
The research process began with an examination of a secondary source of 
information, namely scientific journals, books, articles, reports and conference 
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publications acquired from internet sources. “For any decision entailing research 
information, ‘initial investigation’ shall begin with secondary data”.This step enabled 
the researcher to have an insight into the theoretical background of related topics and 
to build a conceptual stage for examining the thesis’ objectives. It actually gave 
academically and theoretical basis for the following primary data and helped the 
author to determine which will be the directions of her research and what should be 
the research design. 
 
At the next step, the original data was collected directly by the researcher. Primary 
data is: “the label applied to marketing research that is specifically commissioned by a 
business to contribute to its decisions” (Middlteon, 2009). It was made a strong effort 
to gather primary data in order to examine people’s knowledge about Vergina and 
UNESCO, to portray the online presence of the site, to indicate its main “competitor” 
and  to reveal many other really useful information.  
 
Data Collection Methods 
 
In order to gain better understanding, capture different dimensions of the topic, in 
purpose of cross-validating the data and of course because she wanted to combine 
numerical measurement and in-depth exploration, the author used more than one 
method to collect data (mixed methods). 
 
Qualitative Method: The author used qualitative research because she wanted to 
understand the phenomenon of ICTs’ incorporation in heritage marketing, to gain an 
in-depth insight into this concept and get inspired by thoughts of other researchers. 
She wanted first to focus on exploring ideas and formulate a theory. Thus, the 
qualitative data collection she used was “systematic literature review”,  a survey of 
published works of other authors, as appointed in the previous level. 
 
Quantitative Method: The researcher used quantitative research so she could confirm 
or test her theories and hypotheses. It was decided that it is very important for the 
dissertation to use data collection methods which help “measuring, ranking, 
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categorizing, identifying patterns and making generalizations”. The quantitative data 
collection method was chosen was the public participation survey in the form of 
questionnaire because is a reliable and quick method, is the easiest one (in terms of 
efficiency, cost and time) to gather information from numerous participants (sample) 
of a broad and heterogeneous population and allows to examine variables that can be 
measured and quantified.  
 
Questionnaire Design 
 
The survey was conducted in Thessaloniki during 14.11.2019 to 05.12.2019, lasted 3 
weeks and was actually an electronic questionnaire distributed online. It was a 
questionnaire designed through Google Forms and contained open and close-ended 
questions. Specifically, included 7 multiple choice, yes or no, rating scale, checkboxes 
and 2 open-ended questions concerning information about Aigai, UNESCO, web 
presence and visit to the site, possible suggestions etc. (see Appendix) and 3 
demographic questions. As regards the sampling method, the researcher chose the 
Probability Sampling. It was not important to define the target population (the 
sampling frame included the whole population) because the survey was addressed to 
anyone could be a potential (culture motivated or accidental) visitor of Aigai, that’s 
why out of the four main types of probability sample, the author chose the Simple 
Random Sample: “ a subset of individuals chosen from a larger set. Each individual is 
chosen entirely by chance, such that each individual has the same probability to be 
selected”. To conduct this type of sampling, the author used techniques that are based 
entirely on chance. She mainly used the Google Forms Hyperlink to share the 
questionnaire in several Social Media Platforms, Facebook, LinkedIn and Twitter. Only 
after 2 weeks of very low response rate, she emailed out the questionnaire to IHU 
Students Database. Finally, the sample size was 155 participants and all their 
responses were included in the analysis. 
 
21 
 
 
 
Questionnaire Analysis Methods 
 
Before the questionnaire analysis has been conducted, the data gathered was 
prepared. The dataset was checked for missing data and outliers and then it was 
analyzed using EXCEL software for statistical analysis. 
 
Step by step, after the collection of the 155 responses, the author used the Sheet 
(responses in Sheet) produced by Google Forms and she proceeded to the coding of 
them through EXCEL. Coding is called the numerical presentation of the answers so 
they can be statistically analyzed. It is important to be mentioned that the “yes or no” 
answers were transformed to 1 or 0 respectively, and the rating scale ones were coded 
from 5 to 1 (where 5 the most positive answer,  where 1 the most negative). 
Considering the 2 open-ended questions, they were not transformed into numerical 
values and they have been used actually as a “pool of ideas” and indicators of what 
others tools should be used in order for the thesis to be facilitated.   
 
After the coding was completed, a statistical analysis was followed, divided into two 
basic categories:  
 
Descriptive Statistics are brief coefficients which statistically describe or summarize 
the acquired information and are broken down into measures of central tendency and 
measures of variability. The most used coefficient was the Mean in order to find the 
most important of the rating scale answers and the Mode in order to find the most 
commonly occurred answer in terms of groups. Furthermore, other measures have 
been used so as to present information in tables and charts. 
 
Inferential Statistics were of high significance to the study due to the fact that enabled 
the author to test the hypotheses she made. She intended to prove that there is 
indeed a relationship between: i) the level of participants’ knowledge about Vergina 
and the fact that they have seen or not any video, photo or post etc. of Vergina online 
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and ii) the visit to the archaeological site and the fact that the participants know or 
not about site’s inscription on UNESCO WH List. The appropriate formulation of the 
hypotheses (null and alternative) will be demonstrated in the next chapter (Data 
Analysis and Discussion). After she made a Pivot Table or else Contingency Table for 
the purpose of displaying the frequency distribution of the variables, she decided to 
calculate a Chi-square test in order to estimate whether the categorical variables are 
independent of one another or not. Τhe test was calculated online in Social Science 
Statistics Website (https://www.socscistatistics.com/tests/chisquare2/). 
 
Other Tools 
 
Further to the previous discussion about the questionnaire design, it is valuable to 
mention once again that the participants’ responses indicated what further tool 
should be used and what should be the direction of the research.  One of the questions 
was, “If you were interested to visit Vergina, where would you most likely search for 
information on?”.  The participants’ placed Google as the first most likely option 
amongst other 4 options (official website, visitgreece, social media and tripadvisor). 
For that reason,  the author found necessary to conduct an online analysis of Aigai 
through organic generated results on Google in order to be able in the next chapters 
to give her recommendations. The searches were done on Google.com from 
Thessaloniki, Greece and the words typed were: “Archaeological Site of Aigai Vergina”. 
Archaeological  Site of Aigai is the official name of the site as it is presented in the 
World Heritage List and the official website of WHSs. The researcher considered that 
it would be profound to add also the word Vergina in order to generate more results, 
due to the fact that the modern name seems to be more recognizable and 
popular,  especially in Greek audience. So the research was conducted in English. After 
inserting the name, the first 5 pages of results were recorded so they could be 
analyzed and categorized in the next part, giving information about their online 
content and their communication senders-publishers. Μoreover, all the results of the 
first five pages were thoroughly observed and arised thoughts which will be discussed 
in the next chapter too. 
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As previously referred, the questionnaire contained 2 open-ended questions and one 
of  them was: “What is the first site that comes to your mind when you think of  Greek 
sites inscribed on the World Heritage List of UNESCO?”.  Through this question, the 
author aimed to find out which heritage organization should be compared with 
Vergina and could comprise its benchmark. Therefore, the next step was to carry out 
some observations about the popularity and the search volume  (interest over time 
and interest by region), the global ranking and the search sources of Vergina and the 
other Greek UNESCO site by using Google Trends and SimilarWeb. Google Trends is an 
online free market research tool provided by Google which requires no sign up and is 
easily accessible. SimilarWeb is another digital tool which offers web analytics services 
and gives an overall analysis of an organization’s/business’ online presence and its 
competitors. It is not free and requires sign up and subscription, but provides at the 
same time a variety of free measures. This step was really productive before 
proceeding with recommendations for Vergina’s web presence optimization.  
 
Research Limitations 
 
All the research methods were really carefully selected in order for the study to be 
reliable and valid, but as always happens in academic works there were a few 
limitations and difficulties. The first and main concern of the author is how accurate 
and trustworthy could be the answers of an electronic questionnaire. For that reason, 
she wanted to conduct also in-depth interviews with professionals involved in 
management of Aigai, but she did not manage it because of her seasonal continuous 
work from April to the middle of November. 
Another limitation could be connected to the sample size. Because the whole 
population of the study involves anyone who could be a potential heritage visitor and 
it does not have specific boundaries (e.g. citizens of Thessaloniki or employers of a 
company) maybe the sample of 155 respondents could be considered as small.  
With reference to Google Trends, another difficulty came up was the typing of the 
most representative words for the Archaeological site of Aigai.  Aigai  or Archaeological 
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Site of Aigai or Vergina have been  tried but they did not generate any results, so the 
search keyword was finally Museum of  Royal  Tombs  of  Vergina. 
Finally, the author’s fisrt intention was to use exchaustively the market analysis digital 
tools offered online, but the fact that there was no access to Vergina’s website 
analytics did not help all the features available to be activated. It is very important to 
be clarified that this part of the analysis is preliminary and very simple, as the author 
does not have technological background.  It has been selected to be part of the thesis 
in order to be emphasized that it would be really easy for management authorities of 
Vergina to incorporate some truly simple tools into their strategy. This thesis is only a 
very small indication of how fruitful could be digital technology for the image 
enhancement and the empowerment of marketing of Vergina. This thesis aims to 
constitute the onset for future studies about the embodiment of digital market 
practices into the marketing strategy of cultural heritage organizations. 
 
 
Data Analysis and Discussion 
  
This chapter focuses on the description and the representation of the research results. 
The very first part is about the questionnaire data analysis and the next one about the 
findings originated from Google Organic Search.  
 
Questionnaire Data Analysis 
 
The first question of the survey asked the participants to state if their knowledge 
about Vergina is excelent, good, fair, poor or non existed. The most common answer 
is the fair (31%), and then with a small differentation follow them who have a good 
(22%) or poor (29%) knowledge. A few of them have chosen excellent (13%) and the 
least common answer is the non existed (5%). 
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Chart 1 
In general, there is a satisfactory number of participants who are well and very well 
informed about Vergina, but given the fact that most of the participants are Greeks 
(see Chart 2) and most of them acquire Master (44%) and Bachelor (40%) (see Chart 
3) it is really surprising that there is a percentage of 31% who answered fair and 29% 
who answered poor. Vergina is one of the most important heritage sites not only in 
Greece but worldwide and it is really worth of question why its awareness is not in 
accordance with its value. 
 
 
Chart 2 
5%
29%
31%
22%
13%
Which of the following describes best your level 
of knowledge about Archaeological Site of Aigai 
(i.e. history, importance, location)?
Non-Existed Poor Fair Good Excellent
88%
10%2%
Nationality
Greeks Rest of European Non European
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Chart 3 
One of the objectives of this research is to reveal what is the level of Vergina’s online 
visibility and if this level affects the awareness of the site. That’s why one of the 
survey’s questions asked participants to answer if they have never seen anything 
related to Vergina online. It was a yes or no question for the following options: articles,  
videos,  photos, social media posts and advertisements. The answers are represented 
in 2 charts. The first (chart 4) indicates the yes and no and the second one (chart 5) 
shows the frequency of Vergina’s web presence ways. The most frequent positive 
answer is for the photo and the most frequent negative one is for the advertisement. 
Namely, most of the participants have seen a photo of Archaeological Site of Aigai 
online and most of them, also, they have never seen any advertisement about the site 
(see chart 4 and 5). It is,  in truth,  impressive that there are many participants who 
have never seen any video online about Vergina. Video content is cited to be the top 
disruptor in the marketing world and YouTube is the second largest search engine 
behind Google, used by billions online. The dynamics of video will be discussed further 
in the next chapter ( Recommendations). 
 
10%
40%
44%
6%
Education
High School Bachelor Master PhD
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Chart 4 
 
 
Chart 5. Frequency Levels 
In order to discover if the low awareness of the WHS of Vergina is a matter of poor 
web presence, the author compared the interval variable of knowledge (from 1: non-
existed to 5: excellent) with the nominal variable of web presence for each one of the 
previous answers, which contains two categories (e.g. I have seen a Video-I have never 
seen any video, see picture 4).  For the purpose of the test, 5 Contingency (Pivot) tables 
(see Appendix for the rest of the tables) had been made and the answers about 
knowledge level were organized by the participants who have seen a video etc. and 
those who have never seen any video etc.  
0
20
40
60
80
100
120
140
Advertisement Article Photo Social Media Post Video
Have you ever seen anything related to Archaeological 
Site of Aigai online?
Yes No
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The next step was to check if those who have seen a video answered differently than 
those who have not seen any video about their knowledge of Vergina. The author 
wanted to be assured that the differences she observed in the Pivot table are 
statistically significant that’s why she performed a Chi-square test (see picture 5). 
Hypothesis Question 
Null Hypothesis (Ho): the knowledge level about Vergina is the same for the 2 groups 
(those who have seen a video about Vergina online and those who have not). 
Alternative Hypothesis (H1): the knowledge level about Vergina is different between 
the 2 groups (those who have seen a video about Vergina online and those who have 
not). 
To reject the null hypothesis, the author needs to find p<0.05
 
Picture 5. Chi-square test-Screenshot from www.socscistatistics.com 
*The same procedure was followed for article, advertisement, social media post and 
photo and all the relations between variables were significant (see Appendix). 
Therefore, the Null Hypothesis is rejected. This means that someone’s knowledge 
about Vergina and the fact that he/she has seen Vergina online are related, or that 
knowledge about Vergina of those who have seen Vergina online is different from 
those who have not. 
Picture 4. Pivot Table-Screenshot of EXCEL 
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The next question was “If you were interested to visit Vergina, where you would 
search information on?” and was aiming to identify the most popular search method 
for those who are interested in visiting a cultural heritage attraction. The presented 
question is essential for the research because highlights what extra tools should be 
used in order to contribute the best possible to Vergina’s web presence optimization. 
Most of the participants, if they would like to visit Vergina they would search for 
information on Google, the second biggest part of the sample is the official website 
and Visit Greece is placed at the bottom (see chart 6).  
 
Chart 6 
The participants have been asked if they have ever visited the Archaeological site of 
Aigai and the majority of them provided a positive answer. Actually, the 56% of the 
sample said yes and the 44% said no (see chart 7). It is generally accepted in the 
literature about UNESCO World Heritage brand that, except the fact that ensures the 
preservation and protection of a site, it also adds value to the site as a tourism 
destination. For example, Smith (2002) suggests that “a WHS status brings huge 
prestige at international and national level” and Takamitsu (2009) states that “In 
recent years many countries have competed for the acquisition of a WHS status and 
this movement appears to be growing”. 
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Chart 7 
Admitting these ideas and following this rationale, the author wanted to prove that 
there is indeed a relationship between the footfall of the Archaeological Site of Aigai 
with the awareness of its World Heritage brand. If more people knew about the 
inclusion of Vergina on WH List there would be probably more possibilities to visit the 
site, but this requires first for the people to know what the World Heritage is. In our 
sample, the majority admitted that has fair and good knowledge about WH and only 
few of them know very little things or nothing (see chart 8). 
 
Chart 8 
As discussed in the previous paragraph, the author wanted to look whether there is a link 
between the knowledge that Vergina is inscribed on UNESCO and the visit to the site. 63% of 
the sample did not know about the inclusion of Vergina on UNESCO’s List. 
56%
44%
Have you ever been in Aigai?
Yes No
11
45
68
21
10
0
50
100
Excellent Good Fair Poor Non-existed
How would you rate your knowledge about 
UNESCO's World Heritage (i.e. what is its mission, 
what are the criteria for inscription on World 
Heritage List etc)?
Knowledge about WH
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Chart 9 
In order for that link-relation to be examined, another one chi-square test of 
independence was performed.  
Hypothesis Question 
Null Hypothesis (Ho): there is no relationship between knowledge that Vergina is 
inscribed on UNESCO and the visit to site 
Alternative Hypothesis (H1): knowledge that Vergina is inscribed on UNESCO and the 
visit to site are related. There is a relationship between knowledge about inscription 
and visit 
To reject the null hypothesis, the author needs to find p < 0.05 
The relation between these variables was significant, X2 (2, N = 155) = 15.3, p < .001.  
Thus, Null Hypothesis is rejected. This means that knowledge that Vergina is inscribed 
on UNESCO and visit to site are related. 
It is of high importance to incorporate WH brand in the web presence optimization 
methods so the WH will generate more interest about the Archaeological Site of Aigai 
and consequently will attract more visitors.  
In purpose of identifying the main “competitor” of Vergina, participants have been 
asked to write down the first site that comes to their mind when they think of Greek 
sites inscribed on World Heritage List of UNESCO. Because the type of the question 
37%
63%
Archaeological Site of Aigai is inscribed in 
UNESCO World Heritage List. Did you know 
this?
Yes No
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was open-ended, it was really hard to transform all the answers in numerical data, but 
the most frequent answer was Acropolis.  
The final question (“Of the list below, please check the items played the most 
important role to you in knowing about the site you mentioned previously”) 
highlighted the factors that contributed to the awareness of Acropolis (see chart 10). 
The factor that singles out is the cultural blogs and follow the travel blogs.  TripAdvisor, 
Advertisements and Social Media are almost equally important.  
 
Chart 10 
As regards the demographics, there has already been a mention about the nationality 
and the education status of the sample (see charts 2 and 3). To recap, 88% of the 
participants have Greek nationality, while only 10% and 2% are coming from the rest 
of European countries and non-European countries respectively. Concerning the 
highest level of education that the sample has completed, only 10% have graduated 
the high school and only 2% have PhD. Finally, in terms of the age, there is no one 
younger than 18 years old who participated in this survey, most of them are between 
18-34 years old followed by those who are between 35-50 years old, while only the 
3% of the sample was more than 65 years old (see chart 11).  
33 
 
 
Chart 11 
Google Organic Results 
 
It was detailly discussed, in the chapter of methodology, the way this specific research 
was carried out. The first 5 pages of Google results after searching for Aigai were 
examined thoroughly and the author made some initial observations. The generated 
results after typing “Archaeological Site of Aigai Vergina” have been categorized in 
accordance with the purpose of the online content and the type of the publisher and 
they are presented as following: 
Categories Examples 
Official Website Website specifically dedicated to Aigai 
e.g. www.aigai.gr  
Destination Marketing 
Organizations 
Destination marketing organizations that are responsible for the tourism 
development of the destination. 
e.g. https://www.visitgreece.gr/en/culture/world  
 
Unesco World 
Heritage center 
The official UNESCO website dedicated to WHSs. 
e.g. https://whc.unesco.org/en/list/780 
 
Encyclopedia 
 
A website which provides information for a great variety of topics. 
e.g. https://en.wikipedia.org/wiki/vergina 
0%
65%
32%
3%
Age
Younger than 18 18-34 35-50 50 plus
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Categories Examples 
Online travel review A platform where individuals can share their impressions and experiences 
about various tourist destinations and attractions. 
e.g.  www.tripadvisor.com 
 
Travel guides A website containing different aspects of information about a travel 
industry. 
e.g. www.gtp.gr/ArchaelogicalSiteofAigai 
 
Social Media Platforms that are useful for communication between people around the 
world.  
e.g.   www.pinterest.com/realmacedonia/vergina-archaelogical-site-of-
aigai 
 
Travel Agencies and 
tour Operators 
Businesses that target to sell travel packages for travelers. 
e.g.  www.kidslovegreece.com/en/culture/the-archaelogical-site-of-
vergiana 
 
Individual blogs  Individuals’ publications. 
e.g.  www.greekcitytimes.com/macedonias-must-see-archaelogical-site/ 
 
 
Observations derived from the first 5 pages results:  
• Only one result related to UNESCO 
• Only very few sites of travel agencies that organizes excursions and day trips 
• Only 2 websites indicate at first sight Vergina’s relation and proximity with the 
destination of Thessaloniki 
• No evidence from link-relation between Vergina and Chalkidiki 
• Hotels of the region of Thessaloniki, Chalkidiki and Pieria with a significant 
popularity and a big number of visitors, such as Sani Hotels do not appear in 
the results 
35 
 
• In Thessaloniki there are 2 of the most well-known tour operators-especially 
in Russian Market (e.g.  Zorpidis and Mouzenidis) and none of them appeared 
in the results regarding Vergina 
• There are at least 3 Academic Institutions with Tourism and Cultural Studies 
Programs in the region (Aristotle University of Thessaloniki, University of 
Macedonia and International Hellenic University) and none of them appeared 
too 
• No results (until the 5th page) of Social Media Vergina’s Presence (official 
accounts or pages) 
Google Trends and Similar Web 
 
As it has been described in the previous part of methodology, Google Trends is one of 
the many tools available online (other tools require access to website’s analytics 
account, subscription and payment) for helping a business or an organization to 
measure its web-popularity.  In this case, Google Trends have used to show how 
frequently (see picture 6) and where, the search terms of “Museum of Royal Tombs 
at Aigai” and “Acropolis Museum” are entered into Google's search engine.  
 
Picture 6. Screen shot from: https://trends.google.com/trends 
Google Trends scores are based on the absolute search volume for a term, relative to 
the number of searches received by Google. Namely, the numbers represent search 
interest for Museum of Royal Tombs of Vergina and Museum of Acropolis relative to 
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the highest point on the chart for the period from December of 2018 to December 
2019 worldwide. Where Acropolis reaches the value of 100 represents that, this is its 
peak popularity, that around June 2019 the general search use of the Museum has 
been increased. The rest of the months (value is around 50) the museum is half as 
popular. The Museum of Vergina is during the whole period really close to 0 and that 
fact indicates that there was not statistically enough data for this. For someone who 
is not familiarized with such procedures and techniques this simply means that indeed 
Acropolis has much more interest as a search term than Vergina and interest about 
Vergina is so low that misses statistical data. 
Regarding the interest by region (where red is Acropolis, where blue is Vergina), a very 
initial and simple observation, regardless the volume of interest, is that Acropolis has 
been searched almost worldwide and Vergina is only appeared as a search term in 
Greece. 
 
Picture 7. Interest by region-Acropolis 
 
Picture 8. Interest by region-Vergina 
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It is really surprising that Aigai, such an important monument for the whole world 
especially due to its relationship with Alexander the Great, is not known worldwide, 
while the search term “Alexander the Great” has been searched almost worldwide 
(see picture 9). Alexander the Great is one of the most famous international historical 
personalities and almost every single person in the world knows about him and as a 
searched term on Google has generated results almost worldwide. On the contrary, 
Vergina and its archaeological site, the place that hosts the royal tomb of the father 
of Alexander the Great, Philip II (retrieved from: https://whc.unesco.org/en/list/780) 
stays unknown. The contribution of the connection of the name of Alexander the 
Great with Vergina would be an essential step for the enhancement of Vergina’s 
awareness and should be used in its web presence optimization practices. This idea 
will be discussed more in the part of Recommendations and Conclusion.  
 
Picture 9. Interest by region-Alexander the Great 
 
Similar Web 
 
Similar web is an online intelligence tool that provides traffic and marketing insights 
for any website. Thus, it has been used in order to give a quick overview of the ranking 
and the traffic sources of websites of Acropolis  
38 
 
(https://www.theacropolismuseum.gr/) and Aigai (http://aigai.gr/en). 
 
Picture 10. Screen of Similar Web-Aigai Website 
 
Picture 11. Screen of Similar Web-Acropolis Website 
As can be seen in the pictures above, website of Vergina is by far lower ranked than 
Acropolis both worldwide and in Greece. More precisely, in the global rank Aigai takes 
the 2,665,315th place in contrast with Acropolis which takes the 559,932nd  place. Same 
big difference is also observed in the national rank, where Aigai is on the 32,012th and 
Acropolis on 6,007th. It is also worth mentioning that Aigai is categorized as News and 
Media website while Acropolis as Libraries and Museum website. 
 
Main Findings and Recommendations 
 
An extensive research has been carried out in purpose of answering: i) what is the 
level of Vergina’s online visibility and if this level affects the awareness of the site?, ii) 
if Vergina is associated with UNESCO WH brand in people’s perception?, and iii) what 
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kind of opportunities-tools-mechanisms should be leveraged in order for Vergina to 
acquire higher recognition and draw more visitors? When the results of the responses 
are investigated along with the observations which have been made through Google 
Organic Results, Google Trends and Similar Web, it is indicated that the web presence 
of the Archaeological Site of Aigai is weak and affects the awareness of the site in 
general. The majority of the questionnaire sample have never seen anything about 
Vergina on the web and especially the percentage of those who have never seen any 
video, advertisement and social media post is impressively high. As per the knowledge 
about the inclusion of Aigai on the UNESCO WH List, arises from the study that the site 
is not connected with the WH brand in people’s perception, even though people know 
things about the UNESCO itself. In addition, when searching for Aigai only very few 
results concerning UNESCO are generated.  
WH Site of Aigai is undoubtedly of utmost importance and in order to ensure its 
sustainable development it is vital to enhance its awareness. For this task to be 
succeeded, it is inevitable that Aigai must adopt the fast-paced changes of the 
Information and Communication Technologies through optimizing its web presence. 
Since Vergina has already its website, the first most essential step is producing content 
in order for the website to get higher ranking in the Google searches. Articles, images 
with captures and videos must be produced in order for the website of Aigai to be 
noticed from search engines. Especially video, as mentioned in the previous chapter, 
is one of the top disruptors in marketing world. The ones responsible for the 
promotion and communication of Vergina, could try to reach out a youtuber or vlogger 
who makes videos about culture and travel in purpose of making a video about 
Vergina. This is a truly effective way to bring attention to the site. 
In attempt to improve the site’s online presence, cooperation is the magic word. It 
could be fruitful to develop a partnership with leading companies-businesses of the 
tourism sector, especially from the Northern Greece. In the Northern Greece and 
especially in the region of Thessaloniki and Chalkidiki there are some of the most 
dominant businesses of Greece, such as Sani-Ikos in hospitality, Mouzenidis in air 
carriers, Zorpidis in travel services, which they draw to Northern Greece a huge 
number of international visitors. It could be a good plan, all of these businesses’ 
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websites to contain a video, photo or a text about Vergina with an hyperlink of its 
website. Under the same perspective, a cooperation with regional DMOs, such us 
Thessaloniki, Chalkidiki, Pieria could be also a real boost for increasing Vergina’s online 
“evidence”. And, of course, all the previously mentioned practices should refer 
Vergina not as “Archaeological Site of Aigai”, but as “UNESCO World Heritage Site of 
Aigai”. This way, as has already been discussed, the site is getting more appealing and 
could attract more visitors.  
Finally, it is strongly recommended that Vergina has to be connected with websites 
regarding the King Alexander the Great and also, Vergina’s website and social  media 
accounts must include content with keywords related to Alexandre the Great. Most of 
the people in the world may not be aware of Aigai (the first capital city of the ancient 
Kingdom of Macedonia), but they do definitely know Alexander the Great. Even a link 
with commercial sites (for example movies regarding Alexander the Great) would 
increase the visibility of the respective websites regarding the archaeological site of 
Aigai. 
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Picture  1. Screen Shot of Pivot Table and Chi-square for advertisements 
 
 
Picture  2.Screen Shot of Pivot Table and Chi-square for articles 
 
Picture  3. Screen Shot of Pivot Table and Chi-square for photos 
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Picture  4.Screen Shot of Pivot Table and Chi-square for social Media 
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